To advance understanding of how well different types of brand relationships drive customer brand loyalty and to help companies improve the effectiveness of their relationship-building investments, we conduct a meta-analysis of the link between three categories of consumer-brand relationships and customer brand loyalty. The analysis of 304 elasticities from 143 studies reported in 127 publications over 21 years (n = 179,395 across 35 countries) reveals that the aggregate brand relationship elasticity is .404. More importantly, our results demonstrate under what conditions various types of brand relationships increase loyalty. For example, while elasticities are generally highest for affect-based brand relationships and when customer brand loyalty is operationalized in attitudinal (vs. behavioral), absolute (vs. relative) or retrospective (vs. prospective) terms, identity-based brand relationship elasticities are higher for estimates using behavioral loyalty, retrospective loyalty or non-student consumers, and trust-based brand relationship elasticities are higher among American consumers. Drawing on these findings, we advance implications for managers and scholars and provide avenues for future research.
To advance understanding of how well different types of brand relationships drive customer brand loyalty and to help companies improve the effectiveness of their relationship-building investments, we conduct a meta-analysis of the link between three categories of consumer-brand relationships and customer brand loyalty. The analysis of 304 elasticities from 143 studies reported in 127 publications over 21 years (n = 179,395 across 35 countries) reveals that the aggregate brand relationship elasticity is .404. More importantly, our results demonstrate under what conditions various types of brand relationships increase loyalty. For example, while elasticities are generally highest for affect-based brand relationships and when customer brand loyalty is operationalized in attitudinal (vs. behavioral), absolute (vs. relative) or retrospective (vs. prospective) terms, identity-based brand relationship elasticities are higher for estimates using behavioral loyalty, retrospective loyalty or non-student consumers, and trust-based brand relationship elasticities are higher among American consumers. Drawing on these findings, we advance implications for managers and scholars and provide avenues for future research. 
